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ศึกษานี้เป็นการวิจัยเชิงปริมาณโดยกลุ่มตัวอย่างที่ใช้ในการวิจัยจํานวน	 400	 คน	 ได้แก่	 นักท่องเที่ยว
ชาวไทย	 200	 คน	 และนักท่องเที่ยวชาวต่างชาติ	 200	 คน	 เก็บรวบรวมข้อมูลโดยใช้แบบสอบถาม	
ใช้โปรแกรมทางสถิติในการวิเคราะห์ข้อมูล	 คือ	 ค่าร้อยละ	 ค่าเฉลี่ยและค่าส่วนเบี่ยงเบนมาตรฐาน	
จากการศึกษาพฤติกรรมการบริโภคอาหารของนักท่องเที่ยวชาวไทยและชาวต่างชาติที่มีต่อร้าน
อาหาร/ภัตตาคาร	 ในเมืองพัทยา	 จังหวัดชลบุรี	 พบว่านักท่องเที่ยวชาวไทยและชาวต่างชาติส่วนใหญ่
ที่มีพฤติกรรมความชอบเหมือนกันคือนักท่องเที่ยวจะรับประทานอาหารท้องถิ่น	 3-6	 ครั้ง	 ในรอบ	 6	
เดือน,	มาพัทยามากกว่า	4	ครั้งและอาศัยอยู่ในพัทยามากกว่า	3	วัน		ส่วนในเรื่องของอาหารท้องถิ่น
ผู้ตอบแบบสอบถามเชื่อว่าอาหารพัทยาเป็นอาหารท้องถิ่นที่น่าสนใจ	 โดยเฉพาะอาหารประเภทต้มยํา
กุ้ง	 ลําด้รับข้อมูลอาหารท้องถิ่นจากเพื่อน	 	 ปัจจัยส่วนประสมการตลาดบริการ	 (7P)	 ของร้านอาหาร
บริการที่มีอิทธิพลต่อนักท่องเที่ยวชาวไทยและชาวต่างชาติในการเลือกใช้บริการร้านอาหารท้องถิ่น	
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of	 service	marketing.	 	 This	 study	 is	 a	 quantitative	 research,	 the	 400	 samples	were	






most	 of	 them	 are	 receiving	 information	 of	 local	 foods	 from	 their	 friend.	 The	 7P’s	
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Introduction
	 Chonburi	 Province	which	 is	 located	 in	 the	eastern	part	of	 Thailand.	 Pattaya,	
located	off	 the	Gulf	of	Thailand,	and	 is	approximately	150	km	south	of	 the	city	of	
Bangkok.	 It	 is	divided	into	a	larger	4	section	such	as	North	Pattaya	(Naklua),	Central	
Pattaya,	South	of	Pattaya	and	Jomtien	Beach	 (Pattaya	city.	2016).	According	 to	 the	
survey	 of	 tourist	 attractions	 in	 Thailand	 in	 2011,	 the	 top	 destinations	 that	 foreign	
tourists	from	69	different	countries	prefer	to	travel	are	Phi	Phi	Islands,	Krabi	Province,	
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has	achieved	as	 its	aim	and	 the	policies	 for	developing	 the	 tourism	 in	Pattaya	will	
pay	attention	to	maintain	the	progress	of	the	city	and	tourism	management.	By	doing	
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Methods
	 This	 study	 was	 a	 descriptive	 research	 using	 a	 questionnaire	 as	 the	method	









	 Part1:	The	first	part	 is	personal	 information	using	nominal	and	ordinal	scales	

















	 The	 quantitative	 data	 was	 analyzed	 by	 using	 Statistical	 Program	 for	 Social
Sciences	 (SPSS).	 Descriptive	 statistics	 including	 frequencies,	 measure	 of	 central	
tendency	 (mean),	 and	 measure	 of	 dispersion	 (standard	 deviation)	 were	 the	 most	
appropriate	statistics	for	analyzing	the	quantitative	data

































Purchase decision eat 
local foods
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	 In	table1	showed	that	the	primary	purpose	of	this	questions	is	to	examine	the	








Table 1: Number and percentage of the personal information of the foreign and 
Thai tourists in Pattaya, Chonburi Province to local foods.
  Personal information Number of foreign tourists Number of Thai tourists
  (Percentage) (Percentage)
	 1.	Gender:		 100.00	(Male)	 92	(Male)
	 	 (50.00%)	 (46.00%)
																			 100.00	(Female)	 108	(Female)
	 	 (50.00%)	 (54.00%)
	 2.	Religion:		 144.00	(Christ)	 186	(Buddhism)
	 	 (72.00%)	 (93.00%)
	 3.	Age:		 42.00	(25-34	years	old)	 63.00	(35-44	years	old)
	 	 (21.00%)	 (31.50%)
	 4.	Educational	level:		 97.00	(Bachelor’s	degree)	 95.00	(lower	than	Bachelor’s
	 	 	 degree)
	 	 (48.50%)	 (47.50%)
	 5.	Occupation:		 53.00	(Unemployed)	 58.00	(Government/
	 	 	 State	enterprise	officers)
	 	 (26.50%)	 (29.00%)
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Table 2: Number and Percentage of behavior toward local foods of the foreign 
and Thai tourists in Pattaya, Chonburi Province 
     Behavior toward Local Foods Number of Foreign Tourists Number of Thai Tourists
   (Percentage) (Percentage)
The similarity of behavior toward local foods between the foreign and Thai tourists
	 1.		 Interested	any	kind	of	Pattaya	 166	 200
	 	 local	food	 (83.00)	 (100.00)
	 2.		 Information	with	local	food:	Friend	 117	 134		
	 	 	 (58.50)	 (67.00)
	 3.		 The	main	purpose	to	eat	the	local	food:		 114	 115
	 	 Taste	 (57.00)	 (57.50)
	 4.		 Eat	local	food	with	friend	 110	 99
	 	 	 (55.00)	 (49.50)
	 5.		 Frequent	of	visiting	Pattaya:		 96.00	 83.00
	 	 (more	than	4	times)	 (48.00)	 (41.50)
	 6.		 Period	to	eat	local	food	per	meal	 91	(less	than	1	hrs)		 100	(1-2	hrs)
	 	 	 (45.50)	 (50.00)
	 7.		Average	expenses	during	for	all	meals	 88		 71
	 	 a	day	in	Pattaya:	(501-1,000	Baht)		 (44.00)	 (35.50)
	 8.		 Selected	local	food	restaurant:		 83	(friend)		 92	(myself)
	 	 	 (41.50)	 (46.00)
The difference of behavior toward local foods between the foreign and Thai tourists
	 9.		 Frequent	of	eat	the	local	food	 72.00		 97.00
	 	 during	in	6	month	passes:	(3-6	times)		 (36.00)	 (48.50)
	 10.	Interested	menu:	Hot	and	sour	soup	 76	 116
	 	 with	shrimp	(Tom	Yum	Kung)		 (38.00)	 (58.00)
	 11.	Time	to	eat	local	food	on	during	 105		 63
	 	 a	week	at	15.00-20.00	o’clock		 (52.50)	 (31.50)
	 12.	Time	to	eat	local	food	on	weekend	 120		 88
	 	 at	15.00-20.00	o’clock		 (60.00)	 (44.00)
	 13.	Period	of	visiting	Pattaya	this	time:		 129.00		 71.00
	 	 (more	than	3	days)		 (64.50)	 (35.50)
	 14.	Reason	of	re-visiting	local	food	 132		 88.00
	 	 next	time	 (original	local	food)	 (change	other	local	food)
	 	 	 (66.00)	 (44.00)












Table 3: Mean and standard deviation of 7P’s of service marketing of local foods 
in Pattaya, Chonburi Province (Overall)
    7P’s of service marketing  Foreign tourists   Thai tourists
               (Overall) Mean±SD Level Order Mean±SD Level Order
	 1.	Food	product	 3.77±0.80	 High	 3	 3.83±0.78	 High	 3
	 2.	Price	 3.72±0.77	 High	 4	 3.87±0.87	 High	 2
	 3.	Place	 3.68±0.84	 High	 5	 3.67±0.95	 High	 5
	 4.	Promotion	 3.50±1.02	 High	 7	 3.60±0.88	 High	 6
	 5.	Employees	 3.85±0.96	 High	 1	 4.07±0.99	 High	 1
	 6.	Physical	evidence	and	 3.78±0.82	 High	 2	 3.76±0.83	 High	 4
	 			presentation
	 7.	Process	 3.67±0.91	 High	 6	 3.83±0.97	 High	 3
Remark:	Values	represent	mean	±	standard	deviation	of	means.	
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Table 4: Mean and standard deviation of 7P’s of service marketing of local foods 
in Pattaya, Chonburi Province (Divide in part)
      Service  3 order sub 7P’s of Mean±SD 3 order sub 7P’s of Mean±SD
    marketing service marketing   service marketing
     mix (7P) of foreign tourists  of Thai tourists 
	 1.	Food	product	 1.1	Clean	and	food	hygiene	 4.02±0.95	 1.1	Clean	and	food	hygiene	 3.97±1.00
	 	 	 1.2	Taste	 3.93±1.08	 1.2	Nutrition	and	health	 3.96±0.97
	 	 	 	 						 	 	 benefits
	 	 	 1.3	Convenience	and	save	 3.82±0.92	 1.3	Convenience	and	save		 3.85±0.96
	 	 						 	 time	to	consume		 	 					time	to	consume	
	 2.	Price	 2.1	Reasonable	price	 3.92±1.00	 2.1	Clear	display	of	price		 3.99±0.92
	 	 	 	 compared	to	the	food		 	 	 and	the	food	picture	
	 	 	 	 quality
	 	 	 2.2	Reasonable	price	 3.87±0.94	 2.2	Reasonable	price	 3.93±1.07		
	 	 	 	 compared	to	the	 	 	 compared	to	the	
	 	 	 	 food	quantity	 	 	 food	quantity
	 	 	 2.3	Clear	display	of	price	 3.84±0.98	 2.3	No	extra	charge	 3.91±0.97
	 	 	 	 and	the	food	picture
	 3.	Place	 3.1	Convenient	parking	 3.84±1.06	 3.1	Convenient	parking	 3.77±1.14
	 	 	 3.2	Nice	environment	 3.77±1.05	 3.2	Near	shopping	mall	 3.68±1.03
	 	 	 	 	 	 	 and/or	tourist	attraction
	 	 	 3.3	Convenient	to	travel	 3.76±1.10	 3.3	Nice	environment	 3.67±1.02
	 4.	Promotion	 4.1	A	long-time-service-	 3.71±1.03	 4.1	Customer’	s	comment	 3.70±0.97
	 	 	 	 providing	restaurants
	 	 	 4.2	Customer’	s	comment	 3.69±0.98	 4.2	Advertising,	 3.68±0.98
	 	 	 4.3	Advertising	 3.69±1.01	 4.3	A	long-time-service-	 3.64±0.97
	 	 	 	 	 	 	 providing	restaurants
	 5.	Employees	 5.1	Good	care	and	 3.89±1.09	 5.1	Ability	to	communicate		 4.09±1.01
	 	 	 	 enthusiasm	service		 	 	 with	foreigners	
	 	 	 5.2	Courtesy	and	 3.87±1.04	 5.2	Good	uniform	 4.09±1.04
	 	 	 	 politeness	service
	 	 	 5.3	Good	uniform	 3.83±1.01	 5.3	Courtesy	and	 4.06±1.11
	 	 	 	 	 	 	 politeness		service
	 6.	Physical	 6.1	Kitchen	ware	and	 3.95±0.99		6.1	Kitchen		part	separates	 3.89±0.97
	 	 Evidence	and		 	 food	containers	 	 	 from	restroom	and
	 	 Presentation	 	 	 	 	 service	areas	
	 	 	 6.2	Kitchen	part	separates	 3.90±1.03	 6.2	Kitchen	ware	and	food		 3.87±0.98
	 	 	 	 from	restroom	and		 	 	 containers	
	 	 	 	 service	areas
	 	 	 6.3	Cleanness,	number	of	 3.89±1.13	 6.3	Cleanness,	number	of		 3.86±1.03
	 	 	 	 rest	rooms		 	 	 rest		rooms	
	 7.	Process	 7.1	Immediate	service	 3.80±1.01	 7.1	Hosting	 3.85±1.08
	 	 	 7.2	Menu	details	 3.78±1.03	 7.2	Menu	details	 3.85±1.05
	 	 	 7.3	Hosting	 3.60±1.10	 7.3	Immediate	service	 3.85±1.04
Remark:	Values	represent	mean	±	standard	deviation	of	means.	
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	 The	service	marketing	mix	factors	(7P)	influencing	of	foreign	tourists,	found	that	
employees	 factor	 had	 a	 high	 level	 (3.85)	 in	 affecting	 the	 foreign	 tourist’s	 decision,	
especially	for	good	care	and	enthusiasm	service,	courtesy	and	politeness	service	and	
good	uniform	 in	 a	 high	 level.	While	 the	 other	 factor	 (7P)	was	 found	 less	 effective	
followed	by	physical	evidence	and	presentation	factor	had	a	high	level	(3.78),	especially
for	 kitchen	 ware	 and	 food	 containers,	 kitchen	 part	 separates	 from	 restroom	 and	
service	areas	and	cleanness	and	number	of	rest	room.	Food	product	factor	had	a	high	
level	(3.77),	especially	for	clean	and	food	hygiene,	taste	and	convenience	and	save	


























































	 1.	 Local	manager	 uses	 this	 research	 as	 a	method	 to	 specify	 the	 policy	 for	





	 3.	 It	helps	 improve	the	quality	of	 life	and	economy	of	Pattaya	people	from	
improving	quality	of	local	food	and	promote	tourism	in	Pattaya	which	all	of	these	can	
help	increase	the	revenue	for	Pattaya	people.
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